Abstract
Introduction
In today's business where stakeholders not only demand companies to conduct Corporate Social Responsibility (here after abbreviated as CSR) but also to provide data and information about its scopes, quantity, progress, and achievements (de Grosbois, 2012, p.898) , communicating CSR should be a common practice. CSR is successful when it is both well implemented and communicated (Du, Bhattacharya, & Sen, 2010) because CSR would only be beneficial if it is well communicated to relevant stakeholders (Maignan & Ferrell, 2004) . Communicating CSR in tourism is important but challenging due to the multiple business sectors and stakeholders involved.
CSR in tourism is better understood by a description of the types of activity it may or should entail in the sector (Coles, Fenclova, & Dinan, 2013) . By communicating CSR, the companies explain a new sustainability policy and gain reputation to minimize negative impacts during a crisis and to highlight responsible business practice (Graci & Dodds, 2008) , create a competitive edge for new employees, and enhance image for CSR conscious potential consumers (J.
L. Holcomb, Upchurch, & Okumus, 2007) .
However, tourism companies have less drive to communicate CSR; due to low quality and usability, low adoption, varied data, and information with regard to its scope and depth for different companies (de Grosbois, 2015) , and difficulty of using it for external evaluation and comparison (Seyitoglu & Yuzbasioglu, 2015) . A study involving 239 global tourism companies from 10 business sectors indicated that the practice lags behind other industries, as only 31 % companies provided sustainability information on their websites and only 19 % had a stand-alone CSR report (Herremans, Pyasi, & Lu, 2011) . Communicating CSR is generally more apparent in large companies while the tourism industry is mostly made up of small and medium-sized enterprises (SMEs) (Tamajón & Aulet, 2013) . There is also a wide gap in practice among business sectors where accommodation has more efforts than others. Consequently, research on communicating CSR in tourism seems to be critically new and limited (Coles et al., 2013; J. L. Holcomb et al., 2007) , slow and in steady progress (Ricaurte, 2012) , and much focused on accommodation sector than tour and travel, restaurants, airlines, and tourist attractions. CSR has become a communication challenge (Dawkins, 2005) .
Companies communicate CSR to multiple stakeholders through varied methods and multiple channels which have led to being possibly "counterproductive and fragmented" regarding consistency and coordination of communication" (Cornelissen, 2014, p. 5; van Riel & Fombrun, 2007) . Corporate communication is a "management function that offers a framework for the effective coordination of all internal and external communication with the overall purpose of establishing and maintaining reputable reputations with stakeholder groups upon which the organization is dependent" (Cornelissen, 2014, p.5) . Corporate communication "embraces all communication processes, which contribute to tasks, its implementation within companies and contribute to the internal and external coordination of actions and the clarification of interests defining the relation between companies and specific stakeholders" (Zerfass, 2008, p. 66) .
Corporate Communication integrates internal communication, marketing communication and public relations to communicate with internal, market, and society-based stakeholders (Zerfass, 2008 (Fawkes, 2004) .
Communicating CSR relates to any communication that is designed and distributed by the company itself about its CSR efforts (Morsing, 2006) which involve goals, audience, contents, and channels (Coombs & Holladay, 2012; Du et al., 2010) . It is unique because it has many potential audiences (Dawkins, 2005) so that companies must adapt to the specific needs of different stakeholders due to their varied business expectations, information needs, and may respond differently to the various channels (Du et al., 2010 (Holcomb et al. 2007 ).
In tour and travel sector, a study of 42 international companies indicated how the contents are mostly focused on internal management issues, customer relations, product management and development, supply chain management and cooperation with destinations (Wijk & Persoon, 2006 A study of Bali's 26 starred hotels showed that they all had CSR reports, but its study objective was the CSR impacts on hotels value, not the communication aspect (Yuniarta & Purnamawati, 2016 
Methods of Research
To gain a deep overview of how tourism companies communicate CSR, this study used a single case study approach. By case study, the research reveals the respondents' view on how their companies communicate CSR. A case study describes and analyzes a person, organization or event in details (Stacks, 2002, p. 71) , to increase knowledge about real, contemporary communication events in their context (Daymon & Holloway, 2002, p. 106) , and is appropriate to answer "how and why" questions, when the focus is on a contemporary phenomenon with a real-life context (Yin, 1994) . Bali is selected as the case considering its position as one of the world's best and Indonesia's most important tourist destination.
Compared to other destinations in Indonesia, Bali has the most number of tourism companies and very good infra structure. There are a total of 3.894 hotels, 398 tour and travel companies, 237 tourist attraction, and 2.177 restaurants, or a total of 6.707 companies in Bali (Bali Statistics Agency, 2015). To get a complete overview, this study approaches representatives of four tourism business sectors; hotel, restaurant, tour and travel, and tourist attraction. This qualitative study used a semistructured guided interview conducted in Bali on February -March 2017. The qualitative method is associated with the subjective nature of social reality and is well equipped to provide insights from stakeholders perspectives so that researchers can see things as the respondents do (Daymon and Holloway, 2002) .
Because communicating CSR has been very little studied in Bali, individual communication and/or CSR practitioners with unique experiences and direct involvement in the field are the most credible sources. Interview is a useful form of data collection to explore the perspectives and perceptions of various stakeholders, publics and the data is situated within the respondents own social context (Daymon and Holloway, 2002: p.166-167 There were thirteen valid interviews to be further analyzed; 2 tourist attractions, six hotels, two restaurants, and three tour and travel companies. Three interviews were conducted in English and ten were in the Indonesian language which was then translated by the author himself into English.
Ten companies were represented by one person, and two companies were represented by two people each.
All respondents held a top management position such as general manager, human resources manager, public relations manager, marketing communication manager, and CSR team manager. Six companies were categorized as large companies having more than 100 employees, seven were as medium companies having 20 -99 employees, and no small company participated (having less than 20 employees). Regarding management, four companies operated under international chain management, two local-chain management and six were nonchain or independent management. For the ownership structure, six companies were owned by local people, three by foreign owners, three were jointly owned by foreign and local people, and one company was owned by the state or government.
This study explored the Bali tourism companies' goal, content, audience, channel, and strategy of communicating CSR. Maintaining relationship with stakeholders was the most prevalent goal to communicate CSR. Owner, employee, and society were important stakeholders with whom companies must maintain a relationship by communicating CSR. As one respondent stated;
"Of course we have to report. As our owner is a foreigner, he ought to know the purposes of the company's all social activities in the attempt to build communication with the community nearby".
One respondent also explained; "Our main goal is that we can be closer to the community nearby so that our community will know our hotel more than before." It is very important for tourism companies in Bali to build relationships and gain a reputation as a CSR concerned company, especially among important stakeholders as owners, customers, and the local community. The fact that 48 % of Bali hotels' CSR funds were allocated for direct community involvement indicates that the CSR goals were to maintain a harmonious relationship with, to maintain legitimacy, avoid pressure and risks, and gain support from the local community (Mahyuni, 2013) . Gaining a reputation as a socially and environmentally company is because it is such a marketing tool (Mahyuni, 2013) .
Studies on the audience of communicating CSR are generally through identification of specific stakeholders who are considered important by companies (Gunawan, 2008) or by the number of times specific stakeholders are mentioned in company's CSR-related documents (Global Reporting Initiative (GRI), 2015). The more often a stakeholder is mentioned in a document, the more important it is. The audience on this study was generated by directly asking to what specific stakeholders the companies communicate CSR.
Bali tourism companies communicated CSR mostly to internal, society, and marketbased stakeholders. Internally, companies communicated mostly to employees, owners, head offices, and General Manager. This finding corresponds to Goodman's (2013) study in the USA where corporations believed that corporate communication should focus on building corporate internal culture through employee engagement to gain reputation. For society, the companies mostly communicated to the local community, general public, followed by government, NGOs, and training institution. There were three stakeholders categorized as 'market'; customers, suppliers and business association.
One respondent explained the importance of communicating CSR to the owner; Society was the second most important audience because CSR mostly relates to supports for the local community and the general public. CSR funds of Bali hotels are mostly distributed for direct community involvement (48%), environment (14%), health and safety in the workplace (7%), labour (7%), general/miscellaneous (7%), product (6%), and energy (4%) (Trianasari & Yuniartha, 2015) . As one respondent explained;
"We also communicate our programs to the community nearby and invite them to participate in the CSR activities such as the head of a local community".
Customers are also important audience because the companies expect them to be aware of their CSR and then to disseminate it to their relatives and colleagues as mouth to mouth promotion. Matthias (2015) believed that if the hotels CSR commitment is interpreted by guests as a real public interest, CSR has a positive impact on brand evaluation as well as on guest satisfaction and give advantages; low costs and efforts, high credibility and the crowd is used as a third-party control mechanism. Also, a study on 80 hotels in Bali revealed that customers, shareholders, employees, suppliers, community, and organizations are the most important stakeholders (Dewi, Mataram, and Siwantara (2017) . One respondent added;
"Our audience is a must is our guests. So when they stay with us, they know our program, perhaps also support it, after they check out they can continue supporting us by giving the information to their colleagues".
Stakeholders' CSR concern and expectation are not only a moving target (Morsing and Schultz, 2006) but also varied across regions and industry type (Sweeney & Coughlan, 2008) . Indonesian companies' most important stakeholders are the community, shareholders, government, media, investors, customers, employee, auditor and suppliers (Gunawan, 2008) . Bali tourism companies considered employee, owners, customers, and local community as most important CSR audience because of their critical roles in company operation. Communicating CSR to the employee, for instance, is "in a bid to engage them and create a stronger identification and commitment" (Crane & Glozer, 2016, p. 18 However, the study showed that the companies also communicated specific themes such as society and environment, labor practice, and product development. Contents of human rights and economic were not communicated by any company. Communication on all CSR information is generally for company owners.
As one respondent said:
"We communicate finance to owners and CSR to the employee. We nearly communicate all information to owners, either it has or no financial support because it is related to our company brand name. The point is that the owner knows what the management is doing."
The interview revealed that the preferred contents to be published on the website especially on social media were related to society such as philanthropic contribution.
As one respondent stated;
"What interesting to publish in social media is activities about giving donation or philanthropy. For other CSR which does seem to be interesting, we still do it but not publish it in the social media."
This finding is similar to a study that Indonesian companies mostly communicated social-related CSR information than other categories such as environmental, governance and employee (Koswara, Verity, Nugraha, & Lukman, 2015 Bali tourism companies used 23 channels to communicate CSR. To communicate with internal stakeholders, the companies used report, meeting, announcement board, e-mail, and in-house communication system. Report and meeting were preferable channels to communicate with owner and employee. Companies with chain management, either local chain or international chain, were likely to have an "internal channel" with which the branch companies communicate with their head office. One hotel has a system called as 'Just Report It", more known as "intranet communication" which also gained popularity in the US as a strategic tool for internal communication (Goodman, 2013) . Other channels used were a memo, press release, telephone, social media, department head, CSR involvement, training, and internal newspaper. One company explained:
"We also communicate our CSR to the employee through placing an announcement on the hotel's announcement board, through the memo to each department so that the department head will inform its employee members"
To communicate with customers, the companies mostly used social media, employee and CSR involvement. Bali companies used specific employees to communicate CSR especially the front-line staff (of a hotel), tour guides (tour and travel) and employees who joined external CSR activities. One hotel regularly had a CSR awareness briefing with employees, especially front liners, and believed that it is these employees to communicate CSR especially to the inhouse guests. Tour and travel companies also prepared the sales people and tour guides to communicate company's CSR policy to customers. Other channels were website, brochures, magazine, newspaper, hanging flyers, CSR walls, and press release. As explained by a respondent; "So first we inform CSR to our employees and employee get the information and they can continue to inform the guests."
Newspaper, social media, TV, meeting and employee are used to communicate CSR to society. However, while newspaper, social media and TV were used to communicate to the general public, the companies used locally-recruited employees and believed that their CSR programs were also as channels to communicate to the local community. As one respondent said;
"We communicate to the community through our locally recruited staff because they will spread our programs to their family or community members, also with the landowner, no need for social media" Some companies interestingly believed that they communicated through CSR implementation or participation, especially to the local community. In another word, "CSR is seen as communication, communicative events and as a forum for debates over social norms and expectations attached to corporate responsibilities" (Schultz, Castello, & Morsing, 2013, p. 682 The companies rarely published CSR information on TV, radio, and newspaper; only when the CSR has a significantly high value. Although these channels are more effective to reach a wider audience such as general public, because of the significant cost, more companies are now using websites especially social media, and face to face meeting to communicate CSR. The use of social media to communicate CSR in the tourism industry is increasing (Tomasella & Ali, 2016) .
Meeting and social media have advantages regarding more possibility for two ways interactivity which is very important in successful CSR communication (Koswara et al., 2015) . The prevalent use of locally recruited employee acting as the third party expert to disseminate and endorse CSR is known as endorsed communication process through which CSR commitment delivered to public look more trustworthy and socially committed (Morsing, Schultz, & Nielsen, 2008) .
The study revealed that Bali tourism companies prevalently applied involving strategy to communicate CSR, more than responding or informing strategy (see Table 1 Morsing and Schultz (2006, p.328) Source; Interview transcripts A two-ways dialogue is very important to minimize the "communication gap" between Bali tourism companies and stakeholders because the stakeholders perceived that the companies' CSR, in some extent, did not meet with their expectation (Trianasari and Yuniartha, 2015) . The problems of CSR in Bali are distribution, proposal submission, unclear criteria, possible jealousy among communities, lack of systematic and accountable report of the used CSR contribution, and the synchronization of contribution and stakeholders' needs and expectation (Dewi et al. 2015; Trianasari and Yuniartha, 2015) . They found a tendency that hotels distributed their CSR funds to only certain tourist objects. Some needy communities lacked support while the others reportedly received much more CSR supports. The unclear government rules on CSR and companies' lack of CSR communications strategy are believed to be the cause of this problem (Trianasari and Yuniartha, 2015) . Accordingly, companies need to adjust their communication strategy so that 'there is a balance between the private interest of the organizations with the interest of society ' (Grunig, 1992) as cited in (L'Etang, Falkheimer, & Lugo, 2007, p. 86) .
Conclusions
This study indicated that maintaining a relationship with key stakeholders is the Bali tourism companies' most prevalent goal of communicating CSR. Other goals are gaining reputation and branding. The companies mostly maintain relationships with internal stakeholders such as employees, owners, head offices, and general managers. Other key audiences are the community, public, government, NGOs, training institutions, and customers, suppliers, and business associations. Regarding contents, however, Bali tourism companies did not have any specific policy on what CSR information to communicate. Instead, they communicate any CSR information. Regarding channel, Bali tourism companies consider the importance of local employees to communicate CSR to community; and tour guides and front liners to communicate with customers.
These employees have acted as "thirdparty experts" to disseminate and endorse CSR information to stakeholders (Morsing, Schultz, and Nielsen, 2008) which makes the companies look more trustworthy and socially committed. Besides, the companies also believe that CSR implementation is also a form of communication. The study revealed that Bali tourism companies prevalently applied involving communication strategy. The companies gained CSR feedback from the community, employee, customers, and public. Meeting was the preferable method to gain feedback, along with social media monitoring and survey. The prevalent use of involving strategy is a positive point because Public Relations as Indonesian company's main communication function is still regarded as a one-way communication rather than a twoway dialogue (Koswara et al., 2015) .
Implementing and communicating CSR should go hand in hand to gain CSR benefits not only for the company business but also the local community and tourism industry itself. Though this study has involved four business sectors, while others generally involve only one specific sector, e.g., hotel, it still has limitations on the number of respondents and methodological approaches. Therefore, a further study is still needed by involving more respondents, using more data collection procedures such as quantitative survey or document content analysis. 
